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  ARTICLE INFO   ABSTRACT
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1. Introduction
	 In	 1985,	 the	 introduction	 of	 Proton	marks	 the	 development	 of	 the	 automotive	 industry	 in	
Malaysia.	This	was	 succeeded	 in	 1993	 by	Perodua	 following	 the	National	Car	 Project,	which	 had	
subsequently	 increased	 the	manufacturing	of	 automotive	components	and	parts	 in	 the	country.	The	
total	vehicle	production	in	2017	was	576,635	vehicles	compared	to	580,085	vehicles	in	2016	(Malaysia	
Automotive	Association,	2018).	As	one	of	the	core	industries	related	to	remanufacturing	on	a	global	







there	 is	 a	 positive	 slow	progress	 in	 automotive	 firms	 to	 incorporate,	 collaborate	 and	 perfect	 green	
technology	in	their	business	(Fernando	et	al.,	2018).	Even	though	remanufacturing	has	been	practiced	
widely	 in	 regions	such	as	North	America	and	Europe,	 it	 is	 still	beyond	Malaysia’s	capability	 to	be	
This study investigates customer purchase intention on 
remanufactured auto parts (RAPs) in the northern region of 
Malaysia. This study used an online survey of 158 
respondents to identify factors of their knowledge of RAPs, 
how they perceive benefits, risk and price awareness, and the 
effects of their behavioral intentions. From this study, 
purchase intention was found to be significantly affected by all 
the mentioned factors in the market setting. Future research 
could further analyze green purchase intention by adding other 
perception variables such as perceived trust, self green identity 
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the	 green	marketing	 concept	 has	 become	 a	 foundation	 for	many	business	 organizations	 to	 adhere	






become	a	common	enterprise	practice,	 especially	 in	 reputable	companies	 (Randiwela	&	Mihirani,	
2015).	
	 The	 auto	 parts	 industry	 holds	 a	 crucial	 position	 to	 increase	 remanufacturing	
innovation	while	simultaneously	ensuring	that	pollution	to	the	environment	and	social	impacts	from	
manufacturing	 is	 addressed.	According	 to	 the	 Sustainability	Accounting	 Standards	 Board	 (2014),	
the	 auto	 parts	 manufacturing	 industry	 covers	 approximately	 $1.1	 trillion	 worldwide	 in	 its	 value.	
Given	 that	 this	 industry	 has	 grown	 in	 a	 large	 size,	 governmental	 agencies	 and	 consumers	 have	
taken	part	to	enhance	the	environmental	management	of	the	associated	companies	in	terms	of	their	





companies	 safeguard	 against	 environmental	 risks	 and	wastage	 by	 simultaneously	 enhancing	 their	
operational	efficiencies	(Singh,	Singh	&	Bhardwaj,	2011;	Lin,	Hu,	Tseng,	Chiu	&	Lin,	2015).	
2.1 Prior studies on Remanufactured Auto Parts
	 Remanufacturing	is	a	reproduction	strategy	of	reusing,	refurbishing,	replacing	components	
and	 restoring	 used	 products	 to	 a	 like-new	 condition	 (Debo,	 Toktay	 &	Van	Wassenhouse,	 2002),	
which	has	 the	potential	 to	deliver	economic,	 social	and	environmental	benefits.	Due	 to	 its	 shorter	
production	 lead	 times,	 companies	will	need	 to	manufacture	 fewer	 raw	materials,	 leading	 to	 lower	
energy	and	emissions	and	higher	production	savings	 (Wang,	Wiegerinck,	Krikke	&	Zhang,	2013).	
In	 fact,	 this	 cost-benefit	 of	 purchasing	 remanufactured	 parts	will	 offer	 knowledgeable	 consumers	
with	lower	prices	(Hamzaoui-Essoussi	&	Linton,	2014).	As	the	world	is	heading	to	implement	pro	
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consumers	have	product	 knowledge	 at	 different	 levels	 in	 relation	 to	 their	 perception	of	 a	 product	
(Laroche,	 Bergeron	&	Goutaland.,	 2003).	 In	 the	 context	 of	 remanufactured	 parts,	 knowledgeable	
consumers	 are	 able	 to	 compare	 and	 evaluate	 the	 quality	 of	 remanufactured	 products	 against	 new	
products	(Hauser	&	Lund,	2003).	According	to	previous	research,	the	way	a	consumer	evaluates	a	
product	may	be	directly	influenced	by	their	product	knowledge	(Barrutia	&	Gilsanz,	2013).	Wang,	
Wiegerinck,	 Krikke	 and	 Zhang	 (2013)	 found	 that	 purchase	 intention	 is	 influenced	 by	 purchase	
attitude,	 perceived	 behavioral	 control,	 perceived	 risk,	 perceived	 benefit,	 and	 product	 knowledge.	
	 Hypothesis	1:	Product	knowledge	positively	influences	the	purchase	intention	of	RAPs.
Perceived Benefit
	 Gutowski,	 Sahni,	 Boustani	 and	 Graves	 (2011)	 posited	 that	 an	 increase	 in	 energy	
requirement	 cancels	 the	 benefits	 of	 lower	 energy	 requirement	 during	 the	 remanufacturing	 stage.	
In	fact,	numerous	researchers	support	the	notion	that	consuming	remanufactured	products	is	beneficial	
in	both	social	and	personal	aspects	such	as	preventing	waste,	promoting	awareness	on	the	environment	in	
manufacturing,	 conserving	 energy	 and	 raw	 material,	 reducing	 landfills	 and	 decreasing	 air	
pollution	 (Michaud	 &	 Llerena,	 2011).	 Significant	 resource,	 energy	 savings	 and	 solid	 waste	
reductions	are	achieved	through	the	use	of	recovery	components	(Michaud	&	LIerena,	2010).	When	
compared	 against	 new	products,	 remanufactured	 products	 provide	 a	 60	 percent	 savings	 in	 energy	
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Price Consciousness
	 According	 to	 Hazen	 et	 al.,	 (2012),	 consumers	 perceived	 remanufactured	 products	 as	

















4. Results and Discussion
	 The	 personal	 information	 of	 the	 respondents	who	 participated	 in	 the	 current	 study	 is	 an	
essential	and	useful	aspect	to	understand	the	data	segment.	The	respondents’	profiles	include	gender,	







	 Next,	 the	 reliability	 analysis	 procedure	 provides	 information	 about	 the	 relationship	
among	individual	items	in	the	scale	and	their	internal	consistency	and	examines	the	properties	of	a	







were:	 product	 knowledge	 (r=0.161,	 p<0.01),	 perceived	 benefits	 (r=0.365,	 p<0.01),	 perceived	 risk	
(r=-0.419,	 p>0.01),	 and	 price	 consciousness	 (r=0.449,	 p<0.01).	 This	 finding	 shows	 most	 of	 the	
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variables	 are	 in	 a	 significantly	 positive	 direction.	 It	 shows	 that	 price	 consciousness	 is	 highly	




	 Regression	 analysis	 is	 a	 powerful	 and	 flexible	 procedure	 for	 analysing	 associative	
relationships	 between	 a	 metric-dependent	 variable	 and	 one	 or	 more	 metric-independent	 variables	
(Malhotra,	2009).	Based	on	the	results,	it	shows	that	the	four	listed	factors	explained	36%	and	this	
indicates	 that	 64%	 can	 be	 explained	 by	 other	 factors.	 Consumers	 who	 have	 awareness	 on	 RAPs	
would	 search	 for	 more	 information	 through	 referrals	 or	 online	 searches.	 Consumers	 who	 have	
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	 Furthermore,	 perceived	 benefit	 is	 another	 variable	 that	 influences	 consumer	 purchase	
intention.	The	 social	 benefit	 in	 this	 context	 refers	 to	 the	 positive	 impact	 on	 the	 environment.	By	
having	environmental	awareness,	consumers	are	more	likely	to	have	the	purchase	intention	on	RAPs	
and	this	is	consistent	with	the	result	gathered.	This	is	supported	by	Michaud	and	Lierena	(2011),	in	
which	 remanufactured	products	 reduce	 solid	waste	 through	 the	 recovery	of	 used	 components	 and	















	 There	 were	 four	 main	 determinants	 which	 affected	 purchase	 intention	 towards	 RAPs	 in	
Malaysia’s	 market	 and	 this	 was	 measured	 based	 on	 product	 knowledge,	 perceived	 benefit,	
perceived	risk	and	price	consciousness.	In	general,	the	results	show	that	all	the	independent	variables	
positively	 influenced	 the	 purchase	 intention	 of	 RAPs.	 Price	 consciousness	 was	 the	 highest	 in	
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